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The main goal with this thesis was to understand the different factors that have an 
impact on spectators in an ice hockey game. Another aim was to find out what 
kind of relationship there is between the spectators and the management staff in an 
ice hockey organization. Are the spectators’ expectations met and is there room 
for improvements that will affect positively on spectators’? 
The case company used in this thesis was the ice hockey team Vaasan Sport from 
Vaasa.  
The first section of the thesis describes about the background facts that the thesis 
will include. Whereas the second section examines the theoretical framework used 
in this thesis including, event management, marketing, as well as internal and ex-
ternal analysis of an organization. Finally, the third section discussed methods 
used in the thesis and analyzed the received answers from questions asked from 
spectators and management staff. The work ends with conclusion, reliability, va-
lidity and suggestions for further research. 
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1 INTRODUCTION  
1.1 Aim of the study 
I am a student of VAMK and studying International Business. Business of any kind in-
terests me but sports and sports business is very interesting for me. Therefore, I chose a 
subject where sport is involved. Ice hockey is a popular sport in Finland and interests 
me so it was an easy choice to pick ice hockey as the sport for my thesis. I have some 
background in sport studies as on my exchange period I went to Denmark and studied 
Sports Management for one semester. As a result, I got good background information 
and theories that helps me in conducting this thesis. 
Ice hockey is a popular sport in Finland. The top ice hockey league in Finland is called 
Liiga and it consists of 15 teams in total. One of the teams that play in the league is 
Vaasan Sport, which qualified from the second highest league “Mestis” in 2014 to play 
in Liiga. After the qualification of the team to Liiga the spectator numbers have in-
creased, due to more interest.  
There are many sources to get money from in the sports business; sponsorships are 
made with different companies, merchandise sales of team jerseys and other clothes but 
the main source of money for sports teams is spectators. People attend games for differ-
ent reasons, atleast to watch the game, to be part of the group or have business meet-
ings.  
In this thesis the interest lays on the spectators and their behaviour, they may attend a 
hockey game for different reasons therefore it is crucial for the organization to market 
its product correctly. The organization needs to think about pricing, spectator experi-
ence and expectations. 
The motivation of this thesis is to get a view of the spectators and their motivation to 
attend a hockey game, i.e. what factors are more or less important and what does the 
organization do to attract spectators to the arena? 
A qualitative research is going to be conducted in the thesis from two points of view, 
the spectators’ viewpoint and the case company’s viewpoint.  
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1.2 Objectives 
The objective with this thesis is to understand the factors that can impact spectator at-
tendance in a hockey game. This thesis will answer the following questions: 
• (1) What is the relationship between the spectators and the management staff? 
• (2) Are spectator expectations of a home game met? 
• (3) What improvements in a home game could have a positive effect on specta-
tors? 
This thesis is a guide to understanding the relationship between spectators and the man-
agement staff. Are the spectator’s voices heard among the management staff and how to 
improve the home game experience so spectators enjoy their time there? Does the man-
agement staff really know what spectators want from a hockey game? 
 
1.3 Structure of thesis  
This thesis is structured into six different chapters, Introduction, background infor-
mation, theoretical framework, research methods, analysis of the results and conclu-
sions. 
The thesis starts with introducing the topic to the reader, including the aim and objec-
tives of the thesis. Background information gives the reader general information of dif-
ferent topic areas, the groundwork of the thesis. The theoretical framework gives the 
reader knowledge about theories used in the thesis including event management, mar-
keting, external and internal analysis. The topics are a framework for the research study 
of the thesis. Research methods is a topic that describes what methods there are and 
which ones have been used in this thesis. Analysis of the results reflects the answers of 
the respondents and theories that are described in the theoretical framework chapter. 
This chapter also compares similarities and differences between the different respond-
ents. The thesis ends with conclusions and thoughts about the whole thesis work, relia-
bility and validity of the research and improvements for further study.  
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2 BACKGROUND INFORMATION 
This section offers background information for the thesis, covering general topics that 
gives the reader general knowledge of the topics. 
2.1 Ice hockey in general 
The origin of ice hockey comes from the 19th century Canada, although similar sports 
were played in Europe. The game was first played with a ball but was substituted with a 
puck in 1860, Robertson and Smith were McGill university students and devised the 
first rules for ice hockey in 1879. (Olympic.org, 2017) 
International growth of ice hockey came during the year 1890 when it migrated to the 
United States and a game of ice hockey was played between John Hopkins University 
and Yale University in 1895. The spread to Europe happened in the early 20th century 
and the first Olympic Games that included ice hockey were in the year 1920 at Antwerp 
Summer Games (Olympic.org, 2017) 
The game of ice hockey is played on ice, it is a fast paced and physical game in a rink 
between two teams. The teams can have on ice one goaltender and five skaters at one 
time. The objective of the game is to get the puck into the opponent’s goal with hockey 
sticks. The game is 60 minutes long and is divided into three 20 minute periods. 
(Sportlister.com, 2017) 
Ice hockey is popular in many countries such as Canada, the United States, Russia, the 
Nordic countries, the Baltic states, Slovakia and the Czech Republic. (Sportlister.com, 
2017)     
2.2 The city of Vaasa  
Vaasa is over 400 years old and, for example Finland’s only World Natural Heritage 
Site is in Vaasa region, The Kvarken Archipelago. The city of Vaasa is an international 
city with 67,620 inhabitants (2017) and one hundred various nationalities. There are 
growing company areas, innovations, collaborations and development of logistics. 
(Vaasa In Brief, 2017) 
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The city is bilingual where Swedish and Finnish can be heard, most of the population 
speaks Finnish, also other languages are spoken. Two major age groups are dominating 
Vaasa, 25-64 years (50%), and 65 years old and over (19%). In 2014 the social services 
dominated the job market in Vaasa, as 33% have jobs within the social service sector. In 
the second place is the manufacturing sector with 22% and in the third place is trading-, 
transportation- and accommodation sector with 15% of the labour market. The largest 
employers (2016) are City of Vaasa, Wärtsilä Corporation, Vaasa Hospital/Central 
Hospital. ABB Oy, Danfoss, KPO group, Vaasa University, Kesko Corporation, 
SÖUFK (The joint association for Swedish education and culture in Ostrobothnia), 
VEO, Åbo Akademi, Citec, ELY Centre, TE Office, KEHA Center, Posti and Elisa 
Group. (Vaasa In Brief, 2017) 
Vaasa has a lot to offer to students as there are many different higher education institu-
tions such as Vaasa University of Applied Sciences, Novia University of Applied Sci-
ences, University of Vaasa, University of Helsinki (unit of legal studies), Åbo Akademi 
and Swedish School of Economics and Business. (Vaasa In Brief, 2017)  
2.3 The Finnish Hockey League 
The Finnish Hockey League, also called Liiga is the highest division in ice hockey in 
Finland. The league consists of 15 teams, the names and geographical locations are the 
following: (Team name-City) HIFK-Helsinki, HPK-Hämeenlinna, Ilves-Tampere, Juku-
rit-Mikkeli, JYP-Jyväskylä, KalPa-Kuopio, KooKoo-Kouvola, Kärpät-Oulu, Lukko-
Rauma, Pelicans-Lahti, SaiPa-Lappeenranta, Sport-Vaasa, Tappara-Tampere, TPS-
Turku, Ässät-Pori. (Liiga.fi, 2017) 
Each of the teams plays 60 games per season, 30 at home and 30 away. The days of the 
games are from Tuesday to Sunday, and the season starts in September and ends with 
playoffs in April. (Liiga.fi, 2017) 
2.4 Vaasan Sport 
IF Sport was found in 1939, the team was the originator for Vaasan Sport today. In 
1971 Vaasan Sport got its own ice arena, this came to be the fourth arena in Finland. 
The first Liiga season in 1975-1976, was not a success for the team. They won five 
games in the regular season and fell down to the first Division. The times in Division 1 
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were hard for Vaasan Sport, they even fell down to Division 2 at times. The end of the 
1990s was a turning point for ice hockey in Vaasa, the team started to win in the newly 
renamed league called Mestis, formerly Division 1. The first championship for Vaasan 
Sport came in 2009, in the same year they played qualification games for Liiga and al-
most won Ässät from Pori but lost the series 4-3. The next championships came in 2011 
and 2012, also then they lost their qualification games both years. In 2014, Vaasan 
Sport qualified to Liiga with so called auditions, the reason for this was that one team 
from Liiga entered KHL (Kontinental Hockey League). The first Liiga season (2014-
2015) was a struggle for Vaasan Sport, and they came in last place. The team succeeded 
better in the season 2015-2016 and got to play in the playoffs for the first time. They 
only played two games in the wildcard round and fell out of the playoffs against TPS at 
2-0. (Vaasansport.fi, 2017) 
2.5  Fan culture in Vaasa and Vaasan Sport 
The fan culture in Vaasa Sport home games consists of two different “core” supporter 
groups, Red Army and Ultras06. Red Army (Vaasan Sportin Kannatajat ry) is the offi-
cial supporter group for Vaasan Sport and Ultras06 is an independent supporter group. 
 To become a member in the Red Army you must pay 30€ for the membership, or 20€ if 
you are under the age of 20. Belonging to the Red Army you get membership benefits, 
cheaper travel to away games and cheaper membership clothing. (Redarmy.fi, 2017) 
The Ultras06 was officially established in 2004 and has grown since, to become a mem-
ber you must contact someone that belongs to Ultras06 in a Vaasan Sport home game. 
(Ultras06.com) 
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3 THEORETICAL FRAMEWORK 
3.1 Event Management 
Events today are central to our culture, with more leisure time and money spending hav-
ing resulted in more and more public events, celebrations and entertainment. The word 
event means an occasion that is organized and temporary gathering of people, for exam-
ple, meeting, convention, exhibition, special event or a gala dinner. (Bowdin et al, 2006, 
Bladen et al, 2012) 
There are many types of different events depending on their size and scale and they can 
be divided into Local, Major, Hallmark and Mega-events. The definitions of these are 
not exact. The content of an event can also be different, there are for example, cultural, 
sports and business events. (Bowdin et al, 2006) 
3.1.1 Local event 
Local events or community events are targeted for a local audience, focused on their 
social, fun and entertainment value. These local events have a lot of benefits such as 
pride in the community, strengthening a feeling of belonging and creating a sense of 
place. Events like this can bring new people resulting in new ideas and experiences. 
(Bowdin et al, 2006) 
3.1.2 Sports Events 
The history of sports events goes as far back as to ancient Greek Olympics and beyond. 
Sports events are a very important and growing part of the industry of events. The bene-
fit of sports events will not only have a positive impact on host governments and sport 
organizations, but also on players, coaches, and officials, plus the entertainment to the 
spectators. (Bowdin et al, 2006) 
The characteristics of a sports event depends on different variables, sport events can be 
categorized to so called leisure events, these events can also be so called special events. 
The special events can vary in size and complexity, from simple and small to complex 
and huge, even if an event is really simple can the number of people attending can make 
it more complex.  (Shone et.al 2010) 
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Special events have two key characteristics, non-routine and unique, however their oth-
er characteristics that they have in common, especially hospitality and leisure services, 
can be categorized in uniqueness, perishability, labor-intensiveness, fixed timescales, 
intangibility, personal interaction, ambience, ritual and ceremony. (Shone et.al, 2010)   
3.1.1 Sport tourism 
Sport tourism is a combination of sport and tourism; these two sectors are very different 
from perspective at society and economy. Then again when comparing values and or-
ganizational structures they have partnering opportunities. (Coward et al. 2011). 
The sport tourism industry is a wide subject and is a part of the entertainment industry, 
many people are part of this industry. They can be divided into categories, such as activ-
ity, demographic group, characteristics of their sport and the performance level. Those 
who are sport tourists are either participants or spectators, they have also different 
scales, for example if we compare a large ice hockey event compared to a junior ice 
hockey tournament. Depending on the size of a sporting event it can market itself in dif-
ferent ways or if it is a small-scale event you really must put effort to the marketing. 
(Coward et al. 2011) 
There are many different subjects that impact sport tourism, examples of these are eco-
nomical, socio-cultural and environmental factors. The sport tourism genre is maybe the 
least understood but the most researched area and by combining tourism and sport it can 
contribute positive aspects for the global economy. Politicians, planners and economists 
are helping local economies to grow and the sport tourism industry continues to grow 
aswell. (Ross, 2001) 
The socio-cultural impact will affect both on the host of a sporting event and the visi-
tors. The area can be divided into two different impacts, positive and negative. Positive 
impacts can be the following; strengthening national heritage and identity and raising 
the community spirit of the local community. It can also provide foreign people new 
cultures and preservation of cultural tradition. Negative impacts are crowd disorder at 
events, excessive violence and tensions between the host and the visitors. (Ross, 2001) 
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Sport tourism impacts also on the environment, especially outdoor events. They can 
damage the nature in different ways, for example mountain bikers can damage plants 
and soil and high noises from speedboats and rally cars can harm animals. (Ross, 2001) 
If we look at the different characteristics of sport tourists they can be grouped into ac-
tive and passive sport tourists. Active sport tourists have the following characteristics, 
although they can differ depending on the event: 
• Bigger chance that they are male 
• They are affluent individuals 
• Highly educated 
• They are willing to travel to see their favorite sport 
• Is also participating when retiring 
• They will repeat the activity. 
The passive sport tourists have the following characteristics: 
• Passive sport tourists do not watch, read and listen to sports news and articles as 
much ach the active tourists 
• Most passive sport tourists are more likely to female. 
(Ross, 2001) 
3.2 Marketing  
3.2.1 Segmentation, targeting and positioning 
Marketing is a broad subject that is used in many ways, according to Smith, (2008) 
marketing can mean advertising, publicity, selling techniques that are personal or make 
the consumers attracted to a product or service so they buy it. But putting the term mar-
keting in a simple way, according to Smith, (2008) “process of planning and imple-
menting activities that are designed to meet the needs or desires of customers.” A mar-
keting process is first to segment, target and position a service or a product. The process 
of segmentation has pitfalls also, there can be a lack of strategic and operational focus, 
it may not be customer driven, missing creativity and detail, not including general mar-
ket characteristics and defining the wrong segment.  (Beech et.al, 2007)  
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Segmentation is a very important strategic concept according to many academics and 
practitioners. The supporters say that segmentation teaches the understanding of the 
customers, it allows at the same time companies to make a marketing programme that is 
made more precisely (Beech et.al 2007). 
Segmentation is an analysis of buyers who have similar needs, characteristics or display 
similar behavior, these are also called market segments (Beech et.al 2007). Each seg-
ment tries to find a unique set of benefits from the service or product that has been pur-
chased. (Stone et.al, 2007) It is important at this stage of the process to define the mar-
ket that is going to be segmented, to estimate the variation of the consumers, their needs 
and requirements at different product-market levels. Secondly, it is important to identify 
the markets different buyers that are included. The segmentation stage requires research 
about the market and data collection. For the organization, it is important to know the 
actual and potential size of the market, and how it is divided between other competing 
products and services. Secondly, it is important to conduct a profile about the variation 
of different customers within the market in terms of what they are looking for to their 
benefit and relative importance of their benefits. (Beech et.al, 2007) 
The most common variables for dividing consumers into are the following four general 
categories: behavioral, demographic, psychographic and geographic segments. Accord-
ing to Stone et.al, (2007) these four variables are important. 
• Geographical (region, urban suburban, rural and population density) 
• Demographic (age, sex marital status, social class, socio-economic status, reli-
gion and education) 
• Psychographic (lifestyles, self-image, personality, motives and value perceptions) 
• Behavioral (brand loyalty, use rate and volume and benefits sought) 
The geographical variable is based on the location; this variable is often referred to the 
number of customers per square kilometre. Secondly, the locality plays role as the urban 
and rural variable differ from each other. These factors establish communities, number 
of home owners, levels of affluence and geographical location, inner city, suburban and 
rural. (Stone et.al, 2007) 
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According to Beech et.al, (2007) the geographic segmentation can be divided into two 
different variables of regional and national, for example, fitness clubs, open facilities to 
schools and universities that are local to attract customers in the region (Regional) 
whereas nation-wide gym club chains make the consumers move because they offer 
convenience.  
The demographic variable is divided into age, income, race, socio-economic status and 
family. Growing older will change the circumstances for people, in addition to that the 
motivations will change to. For example, the people who are in their middle age will 
spend on houses, furniture and goods when the elder people are likely to think about to 
whom they will hand their possessions when reaching the grave. (Stone et.al, 2007) 
The different variables for the demographic segment are, for example, that there are ex-
clusive gym facilities only for women (Gender) and gold star gym and leisure packages 
can be bought if the customer wishes to (Income). (Stone et.al, 2007) (Beech et.al, 
2007). 
The behavioral segment can be divided into three variables according to Beech et.al, 
(2007). The different variables are benefits sought, product or service usage and occa-
sion or situation. For example, there are different gym users, some go to the gym for 
weight loss and some to rehabilitate from an illness and some are at the gym for social 
interaction, (benefits sought). Consumers have variation in how many times they go to 
the gym, some may go twice a week and some may go five times a week (Product or 
service usage). 
The psychographic segment can be divided into four different variables according to 
Beech et.al, (2007). These four variables are: personality, lifestyle, motives and in-
volvement. For example, there are gym sessions that are for consumers who do not want 
to be disturbed (personality). 
When the segmentation is ready the process of targeting can start, according to Schwarz 
et.al, (2008). Targeting means finding the way into to the consumers´ minds about the 
product’s image, and getting the consumer to buy the product. The segmenting process 
is utilized to enter the product into the market. This can be done with a detailed analysis 
of the marketing mix, known as the 4 P’s, which are Product, Price, Place and Promo-
tion. (Schwarz et.al, 2008) 
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The Product can be either tangible goods or services which are intangible, the decisions 
for the analysis is based on the products branding, functionality and quality. Price is 
about the amount of money exchanged for the product. Place is how the product is dis-
tributed to the consumers, Promotion is about how the products information is commu-
nicated to the customers with the goal of receiving a positive response from the buyer. 
(Schwarz et.al, 2008) 
Positioning means how a company is trying to influence the current customers or the 
potential customers’ perceptions about the services and products the company is provid-
ing. The goal with positioning is to get the implementation of the marketing mix to react 
with consumer’s mind in a positive way, when this knowledge is created the impression 
in the consumer’s eye is often difficult to change. If the consumer has perceptions about 
a product the marketer can send a message that is consistent with the consumers’ mind, 
as an example in the book called (Schwarz et.al, 2008) explains about a Detroit Red 
Wings advertising campaign. City of Detroit is known as “Hockey town”, the consumers 
of hockey know this fact and the marketers can take advantage of this. According to 
Schwarz one of the best ways to get into the mind of the consumers with a product is to 
be first on in the market with the product, or be the market’s best marketer. 
3.2.2 Fan experience and relationships 
A sports fan or also called a sport consumer. There are many different sport consumers, 
they can be spectators, participants, fans or sponsors. A sport consumer can have differ-
ent motives to follow sport, it can be entertainment for them, for example, and sports 
consumers they can be very loyal but also critical. There are different kinds of sport 
consumers, and they are validated differently, it is mostly about how to identify various 
sport products or services. Defining a sport consumer is according to Smith, (2008) an 
individual or a group which uses a product that is sport-related or consuming sport it-
self. The product or service is exchanged for money, either directly or indirectly, direct 
meaning a game ticket that can be bought in exchange of money. Indirect means buying 
a television where sport is broadcasted (sport can be entertainment). The sport consum-
ers can be divided into four groups which are sporting goods consumers, sport services 
consumers, sport participants and volunteers and sport supporters and fans. (Smith, 
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2008). The main focus in this section of the thesis will be on the sport supporters, spec-
tators and fans. This section of the thesis will also describe the sport consumer motives.  
The sport supporters, spectators and fans are consumers who take interest in the perfor-
mance of sport. The role of this group is to be part of sport activities by attendance at a 
live sport event, watching sport on television, the internet or a DVD. This group of con-
sumers are very complex, because of the way they use either sport products or services 
compared to others, for example to less intense sport consumers. As an example, Smith, 
(2008), describes that actively engaging sport consumers can take part in chat rooms or 
become a member of a fantasy league, in some cases they even get “fanatical” when 
their level of engagement and behaviour steps outside the normal social expectations.  
The topic of sport consumer motives is complex; sport marketers needs to respect the 
motives why sport consumers are willing to buy sport-related services and products. 
Without the understanding of the sport consumer the difficulty of tailoring products is 
rising (Smith, 2008). An approach in business is to look at the sport consumption be-
haviour from an economic point of view, meaning that consumers are rational and they 
are using sport products and services so it meets their quality and value needs. There is 
a problem with this view as sport consumers often have an emotional connection with 
the sport products they buy and so Smith (2008) means that we should look at the con-
sumer from a psychological and social point of view. This is also called psycho-social 
motivations, while the author has divided into three different categories called psycho-
logical motives, socio-cultural motives and self-concept motives. 
The psychological motives mean that the sport fans are getting enjoyment whilst doing 
an activity and it can also fulfil their emotional and intellectual needs. Sport can help to 
release stress, be entertainment, be visual pleasure and it can be an escape. 
• Stimulation (A physical activity, where it generates excitement and maybe even 
anxiety which makes the body to produce adrenaline) 
• Escape (Sport can provide its consumers an escape from their normal everyday 
life with routines, sport gives them a place to show their emotions, for example 
to scream, shout, sing or dance, differently from their work or family roles.) 
 
 22 
• Visual pleasure (Sport fans are willing to pay to see excellence for example a 
skilful play or memorable moments. Another aspect that belongs to the visual 
pleasure motives is the “sex appeal” that some sports give the spectators, for ex-
ample beach-volleyball or track and field athletes. 
• Entertainment (Sport can be entertaining and dramatic sometimes, it can be a 
theatrical experience.) 
Socio-cultural motives give the sport consumer social and cultural benefits; it provides 
them with a gathering place where they can share similar topics and discuss them in a 
group with people with the same interests. 
Family and social interaction  
Families that go to a sporting event are provided with time where they can be together 
in pleasurable and organised way, it can also help the families to fulfil their needs. It is 
important for the marketers to remember this, families want to spend time together, 
what kind of a game it is not necessarily important. (Smith, 2008) 
Cultural connections 
Sport is used by the fans in form of cultural connections and celebration, it can connect 
the fans nationally, through ethnical culture, a subculture or a group of people that have 
the same beliefs and behaviours. Game attendance can depend on the spectators’ herit-
age, racial or ethnical group which they can connect with. Symbols, ritual and mythical 
images also belong to the sporting world, these can provide meaning to the spectator. 
For example, Olympic Games are full of these rituals, the flame, the Olympic oath and 
closing ceremony are examples of these rituals. (Smith, 2008) 
Economic benefits 
Economic aspect also belong to the socio-cultural benefits, the possibility of gaining 
money through gambling. This is not a part of the game but can provide sport fans an 
external benefit that is social and cultural. (Smith, 2008) 
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Self-concept motives 
Self-concept motives are about the spectators’ experience of strength and identification; 
it is not at the same level for everyone. Depending on the level of the fan identification, 
the fan can predict his/her loyalty for a team. The stronger the identification is for a fan, 
the more is the sport embedded into the personal self-concept. When a fan identifies 
himself/herself with a team he/she may have a desire to belong to a group, tribe or vi-
cious achievement. (Smith, 2008) 
A fan maybe feels a need to belong to a group, he/she want to feel that they are a part of 
a tight bound community with the same interests. They can also have a sense of identi-
fying themselves through a team or athlete. They may even feel such a strong connec-
tion that they start to pretend that they are also as successful as an athlete or a team. 
There are fans who stay loyal even if their idol loses or is performing poorly and, then 
there are fans that who have a varying game attendance. 
Team sports is an ancient ceremony and primitive social rituals or also called tribal con-
nections. An example would be a team sport, for example football, the athletes on the 
team are acting as tribal heroes for the fans, the rituals would be the pre-game and post-
game ceremonies. The fans see themselves as tribal followers who has conflicts with the 
other teams’ fans or tribe. There are several ways to show that they belong to a specific 
“tribe”, for example by wear club colours, chants and team songs. (Smith, 2008) 
A fan of a sports team can develop a psychological attachment to a team, sport or play-
er. This attachment can affect the fan in a way that they are feeling strong, important 
and successful, even an increase in self-esteem can be seen if their team is winning a 
game. Others may feel that they have more confidence and skilfulness in themselves, by 
learning the club history or a team’s statistics. Fans can also feel the other way around, 
when dealing with poor team performance and disappointment of scandals. The com-
pensation of a team’s poor performance is that they feel closer to the other fans and crit-
icise other teams that are successful. (Smith, 2008) 
 
 24 
 
Spectator behaviour 
There are different types of spectators in the crowd when a game starts and they have 
different motivations and behaviour. 
• Aficionado: The first type is aficionado. Their motivation to attend is that they 
seek quality performance of the game. This group of spectators are more there 
for the game than the team, even though they usually have a team that they pre-
fer. They attend games regularly and have an emphasis on the aesthetic or the 
skill dimension of the game (Smith & Stewart, 1999, (Smith, 2008) 
• Theatregoer (Casual and committed): The theatregoers attends the game 
based on the level of the entertainment and close contest between teams/athletes. 
The behaviour of the theatregoers is that they are only moderately loyal to a 
team, if a team loses a lot the theatregoers build up a disinterest in the team. 
They can also attend other games. (Smith, 2008) (Smith & Stewart, 1999). 
• Passionate partisan: This type of spectator is the hard-core base of the support-
ing base in sport, their motivation is that they want their favourite team to win 
and are very loyal to the team. Short term lack of loyalty can arise for passionate 
partisans if a team has frequent losses and they also identify strongly with the 
teams’ success or failure. (Smith & Stewart, 1999) (Smith, 2008) 
• Champ follower: The champ followers also want the team to win as the pas-
sionate partisans. They are not as loyal as the previous group; loyalty can be 
very short lived. It all depends on the team’s performance; they need to domi-
nate the others or else the champ followers support another team or spend their 
time somewhere else. (Smith, 2008) (Smith & Stewart, 1999) 
• Reclusive partisan: They also wants a team to win as do the previous two, they 
may be loyal to a team but it is not always mirrored by the attendance. Strong 
identification but only provides a support that is latent. (Smith & Stewart, 1999) 
(Smith, 2008) 
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3.2.3 Pricing 
Pricing is an important element of the finances of the organization, if an organization 
sets the right price for the entrance ticket they can generate revenue. The pricing process 
is not easy, if the price to high the demand can be lower and if the price is to low the 
organization can fail in getting consumer surplus. Therefore, it is important to think how 
high or low the prices should be set. (Stewart, 2007) 
Sport organizations needs to cover their costs and make profit and at the same time they 
held to give the spectators a reasonable price for watching the game. The pricing of a 
commercial sport is usually aims at getting as much money as possible from the fans. 
The price is not the same for all the spectators, there can be instances where a discount 
is provided, for example, spectators with disabilities, low income or those unemployed. 
An organization can use full cost recovery or pricing below cost. 
Full cost recovery means that the organization sets prices so that they will cover the 
costs of providing the service. There are benefits with full cost recovery pricing such as. 
• Commercial investment will be encouraged in investing in sport-related activi-
ties. 
• Funds are provided for the development of sport facilities and services. 
• It permits socially beneficial activities to be subsidized, these are often costly. 
There are occasions where pricing below cost would be appropriate. According to 
(Stewart, 2007) “High fees and charges create privileged access where the use of the 
facility or access of the service is dependent on the income of the user.” As an example, 
we can take a community based swim centre, the price of using the facility is often be-
low cost. The signal that is sent to the customers is that the swim center is not open for 
all, but it is a priority activity that has valuable social benefits for the community. There 
are different pricing strategies that organization can use, they are listed below. (Stewart, 
2007) 
• Cost-plus pricing: This pricing strategy is where not only the price covers the 
cost of the activity it also includes a margin where the organization gains profit. 
(Stewart, 2007) 
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• Equity pricing: It is the opposite pricing strategy to cost-plus pricing; the price 
is below the average cost of delivering the product/service. (Stewart, 2007) 
• Demand-based pricing: This pricing means the relationship between supply 
and demand. For example, if the demand is high it is reasonable to think to in-
crease the price, knowledge of that the level of usage is remains the same than 
before the increasing of the price. Secondly, if the demand is low a decrease in 
the price would may be stimulate the demand in positive way. (Stewart, 2007)  
• Elasticity pricing: It is the same as the demand-based pricing but the price is set 
on estimations on how the demand is likely to change in price, it can either be 
sensitive or insensitive to the price change. 
• Prestige pricing: This strategy is about giving a special experience; the features 
of the product overrides the sensitivity of the price. An exclusive product gives 
the consumer confidence in their purchase, an exclusive product is also exclu-
sive to own and gives the customer status and prestige. For an example, could be 
private boxes in a stadium, they are highly priced and gives the consumer an ex-
clusive experience. (Stewart, 2007) 
• Quality-assurance pricing: A higher price is indicating to a more superior 
product and a lower-priced product preserves a lower-quality product. The buyer 
believes, if they pay a high price, their expectation is to get more. (Stewart, 
2007) 
• Discriminatory pricing: It is also called differential pricing; the aim is to set 
different prices to different market segments and users of the product. For an ex-
ample, low prices are given to pensioners or students, normal prices, or higher 
prices in this case are given to regular adults. (Stewart, 2007) 
• Competition pricing: This pricing strategy is to have the price almost at the 
same level as the as the competitors. It is important to remember when using this 
strategy is to not to put the price so high that the potential customers chooses a 
competitor’s product and not to have a to low price so any consumer surplus is 
received. (Stewart, 2007) 
• Penetration pricing: Penetration pricing is when the price is discounted and af-
ter that set below cost, an organization can even give free samples. This pricing 
strategy can be very effective, the adoption and market penetration is fast, sec-
ondly, an early-adopter goodwill is created within the consumers and that again 
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results in word-of-mouth. It also creates cost-control pressure and cost-
reduction, the entry of competitors will be discouraged by signalling to them that 
you have sustainable and cost-competitive advantages. 
• Price skimming: The opposite strategy to price skimming is penetration pricing. 
In this strategy, the price is set higher than the competitors’ prices with limited 
demand and ensure a high surplus. The market must be loyal; the consumers 
need to think that quality is before price. (Stewart, 2007) 
3.3 External and Internal Analysis of the organization 
In this section if my thesis I will go through theory about the external and internal parts 
of an organization that I will use in the next section of the thesis. The organization is 
affected by both the external environment and the internal.  
3.3.1 The external environment 
Satisfied customers keep an organization in business, the same principle is with the pub-
lic sector where the government, clients, patients play the role as customers. The busi-
ness environment can be explained as a layer on layer environment, it describes the en-
vironment of an organisation. The organisation is surrounded by the layers of competi-
tors and markets, industry or sector and the macro-environment. (Johnson et.al, 2009) 
• The macro-environment 
The macro-environment is the broadest layer of the business environment; it includes 
environmental factors that have an impact on the organisation. A PESTEL framework 
can be utilized and it will be explained further on in this thesis. The factors that the 
PESTEL framework include are political, economic, social, technological, environmen-
tal and legal factors. The framework, called key drivers for change, provides data that 
can help in identifying key drivers of change, that again will help in constructing sce-
narios of different futures. (Johnson et.al, 2009) 
The PESTEL includes the following factors: 
• Political (Role of different governments) 
• Economic (Macroeconomic factors such as exchange rates, business cycles and 
differential economic growth rates around worldwide) 
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• Social (Factors as different cultures and demographics) 
• Technological (Innovations such as nanotechnology, internet or new materials) 
• Environmental (Environmental issues such as pollution and waste) 
• Legal (Legislations, for example health and safety legislations). 
(Johnson et.al, 2009) 
The key drivers for change are factors issuing the environment, these factors have a big 
impact on the success or failure of the organization. Key drivers vary depending on the 
industry or sector, (Johnson et.al, 2009) 
The scenario analyses are plausible and detailed views of an organization possible fu-
ture, preventing managers closing their minds from different alternatives. The scenarios 
are usually built on the PESTEL analyses and the key drivers of change. (Johnson et.al, 
2009) 
• Industry or sector 
The industry or sector layer describes different organisations that are producing the 
same types of products or services. In understanding this sector, the five forces frame-
work can be used; it helps to understand the attractiveness of industries or sectors and 
potential threats outside of the competitors. (Johnson et.al, 2009) 
The five forces were originally designed for assessing the profit potential of different 
industries and the five forces are the following; threat of entry, threat of substitutes, 
power of buyers, power of suppliers and the extent of rivalry. (Johnson et.al, 2009) 
The threat of entry depends on the barriers to entry, these barriers are factors that new 
entrants need to overcome to complete successfully. There are different barriers: 
• Scale and experience: economies of scale, when an organization has reached a 
large-scale production, it will be expensive for the new entrants to produce a 
similar volume and their unit cost will be higher. Also, the experience has a high 
impact, organizations that have been on the market for a long time have learnt to 
do things in an efficient way compared to new entrants. (Johnson et.al, 2009) 
 29 
• Access to supply or distribution channels: The control of supply and distribu-
tion channels are dominated by industries manufacturers, direct ownership and 
sometimes via customer and supplier loyalty. (Johnson et.al, 2009) 
• Expected retaliation: If a new possible entrant believes that an existing firm 
will use retaliation it can prevent the new entrant in entering the market. A price 
war or a marketing blitz are examples of retaliation in an industry. (Johnson 
et.al, 2009) 
• Legislation or government action: The restraints of a new entrant can be af-
fected by the legislation (patent protection, regulation of markets, government 
action). (Johnson et.al, 2009) 
• Differentiation: A product or a service that is provided with a higher perceived 
value compared to the competition. (Johnson et.al, 2009) 
The threat of substitutes reduces a class of products into another alternative. There are 
too important factors to remember about substitutes. 
• The price/performance ratio: A substitute is a threat to existing prod-
ucts/services even if it is more expensive, if the substitute is giving something to 
the customer that they value compared to the old product. (Johnson et.al, 2009) 
• Extra-industry effects: It is important to remember that the substitutes are com-
ing outside the incumbents’ industry not within the industry. The value of look-
ing outside their own industry is there for managers to come up with more dis-
tant constraints and threats. (Johnson et.al, 2009) 
The power of buyers, customers, the survival of any businesses can have high bargain-
ing power so that the suppliers are having a hard time making a profit. It is likely to be 
high if it includes the following conditions. 
• Concentrated buyers: Customers that are few and have the majority of sales 
will increase buyer power. (Johnson et.al, 2009) 
• Low switching costs: The buyer can effortlessly switch between different sup-
pliers to an another. (Johnson et.al, 2009) 
• Buyer competition threat: If the buyer has facilities to supply himself/herself 
or possibility in owning such facilities it can be powerful. (Johnson et.al, 2009) 
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The power of suppliers, meaning suppliers that supply an organization with what is re-
quired to produce a product or a service, it can be from raw materials to fuel. The sup-
plier power is more likely to be high when the following factors are met. (Johnson et.al, 
2009) 
• Concentrated suppliers: The supply is dominated by a few producers and re-
sulting in suppliers have more power over buyers. (Johnson et.al, 2009) 
• High switching cost: High switching cost occurs when changing from a suppli-
er to another but it is expensive. (Johnson et.al, 2009) 
• Supplier competition threat: This is where the suppliers have increased power 
and cutting out buyers that are middlemen. (Johnson et.al, 2009) 
Competitive rivalry is where the products and services are similar and the organizations 
are focusing on the same customer group. There are factors that affects the degree of 
rivalry, which are the following. (Johnson et.al, 2009) 
• Competitor balance: The competitors are approximately the same size, there is 
a danger of competition that can be intense and one of the competitors is trying 
to gain dominance of the other. (Johnson et.al, 2009) 
• Industry growth rate: If there is a strong growth at the market, the organization 
can grow with it. A decline in the market will be on the expense of the rival 
• High fixed costs: Organizations with a high fixed cost are often highly rival-
rous. They cut the unit price and increase the volume of their products which can 
result in price wars and the industry suffers.  
• High exit barriers: Where the barrier is high to exit the rivalry is usually high. 
(Johnson et.al, 2009) 
• Low differentiation: In a market where the services or products are badly dif-
ferentiated the rivalry is tending to be high. (Johnson et.al, 2009) 
 
3.3.2 The Internal environment 
This section is about an organisations’ internal environment. Organizational structure, 
human resource management, and organizational culture belongs to the environment. 
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The organizational structure has different dimensions and six different elements, which 
are work specialization, departmentalization, chain of command, the span control, cen-
tralization/decentralization and formalization. (Hoye et.al. 2006, p. 90-93) 
• Work specialization  
Different roles for individuals enables them to perform more efficiently with a limited 
number of tasks. The advantages with work specialization is to have different tasks that 
are repetitive. This increases productivity and reduces costs for the lower skilled work 
force. The risks with the advantages is making the work too dull, stressful for the em-
ployees which can result in poor quality, accidents or lower productivity. (Hoye et.al. 
2006, p. 90-93) 
• Departmentalization 
This element is the organizations’ way of bringing individuals together so the common 
tasks can be more easily coordinated, the point of bringing people together is to achieve 
the organizational goals. (Hoye et.al. 2006, p. 90-93) 
• Chain of command 
The chain of command is the reporting trail between the lower level and upper level in 
an organization. This helps in implementing the responsibility for the different positions 
within the organization. To have a single boss clarifies the decisionmaking process in 
potential conflict situations. (Hoye et al. 2006, p. 90-93) 
• Span of control 
The number of staff that a manager can oversee so he/she does not become inefficient or 
ineffective, the number of employees depends on the level of experience and expertise 
of the staff. (Hoye et al. 2006, p. 90-93) 
• Centralization and decentralization 
High centralization means that the decisions are often made by the senior management 
and the level of input by the lower level employees is low. Decentralization means that 
the lower level managers make the decisions. (Hoye et al. 2006, p.90-93) 
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• Formalization 
The employee behaviour and jobs are standardized, which means that it is guided by 
rules and procedures, for example training, new staff and general policies. It results in 
increasing control among the managers that supervises the staff. (Hoye et al. 2006, 90-
93) 
• Human resource management 
Human resource management or HRM is an essential area of an organization, it will 
lead the way in finding the most suitable workforce for an organization. HRM will also 
control that the employees are satisfied and trained correctly. The process involves con-
tinuous planning and evaluation that is best for the organization so it will reach its stra-
tegic goals. 
The HRM in a professional sport club differs from the regular non-sport business. There 
are producers, middle management and senior management and normally in a non-sport 
business the producers are the lowest paid in the organization and middle managers next 
and top of the hierarchy is the senior managers. However, in professional sport, the pro-
ducers, or in this case the players of the club, are the highest paid in the organization 
when the middle and senior managers are paid less. (Hoye et al. 2006, p.108-109) 
Organizational culture 
Organizational culture is a broad subject, there is not a single definition of organization-
al culture. Some see it as the personality of an organization when others see it as things 
that makes the organization unique. Sport is in many countries an important social insti-
tution, different sport organizations have a different approach and culture. Professional 
sport organizations or national sporting events are more likely to emphasize values of 
business, and smaller sporting associations value more the fun and participation. (Hoye 
et al. 2006, p. 145-148) 
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4 RESEARCH METHODS 
This section of this thesis describes the different research methods that are going to be 
used during the research. Different theories and facts and some important aspects that 
need to be kept in mind when conducting an interview, are discussed in the following. 
4.1 Research methodology 
The definition of the word research is described by Gratton & Jones (2004) as: “Re-
search is a systematic process of discovery and advancement of human knowledge”. 
Research is more than searching for facts, data collection or questionnaire surveys, these 
are only parts of a wider process. Research is a systematic investigation to answering a 
question and there are five important stages that can be identified, it is also called the 
research process.  
1. Before data collection stage (The researcher decides the research question, aim 
of the research, objectives of the research and theoretical framework) 
2. Research design (The design on how to collect the data and to get an answer to a 
question)  
3. Data collection stage (The data collection stage where the data is collected with 
different research methods) 
4. Analysis of data (Analysing the data with the help of theoretical framework) 
5. Reporting the findings (The reporting of the findings to others) 
There are two different types of research; primary and secondary research. Primary re-
search is based on collected original data that is specific for a research project. Methods 
that can be used are questionnaires and interviews. Secondary research is where no orig-
inal data is collected, it uses existing data from other projects. (Gratton & Jones, 2004)  
Research can also be divided into theoretical and empirical research; the theoretical re-
search uses existing works and makes new ideas through the existing explanations and 
theory. Empirical research is searching for new ideas through collection of new data. 
(Gratton & Jones, 2004) 
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4.2 Qualitative and quantitative methods 
There are several different characteristics that differ qualitative from quantitative re-
search.  
Qualitative research is relying on a non-numerical analysis to gain understanding. So-
cial reality is constructed regularly and is a subjective experience, the objectives of the 
qualitative method is understanding, description and meaning. The samples are smaller 
compared to the quantitative research, and the approach is flexible when collecting data. 
There are often non-traditional approaches for example the content analysis. The data 
collection instrument is the researcher itself. (Gratton & Jones, 2004) 
The quantitative approach has different characteristics, for example the analysis is nu-
merical and the social reality is objective and single. Statistical analysis is used to de-
termine casual relationships, the researcher is objective in the subjects when doing the 
investigation. Data is collected with inanimate objects for example paper and pen. 
(Gratton & Jones, 2004) 
4.3 Research interviews 
Interviewing is often connected with qualitative data and how to collect the data. Con-
ducting interviews collects data differently, the data can be subjects that can be difficult 
or inappropriate to measure, the questions are often in the form “why” and “how”. The 
interviews can provide more necessary answers than a questionnaire survey where the 
answers are simple and short. (Gratton & Jones, 2004) 
There are different types of interviews that can be categorised in the following groups; 
structured interview, semi-structured interview, unstructured interview and a focus 
group. (Gratton & Jones, 2004) 
A structured interview is a questionnaire where the questions are asked by the research-
er out loud and notes are also take by the researcher. This method has advantages as that 
the respondent gets answers to questions that may have been unclear. (Gratton & Jones, 
2004) 
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A semi-structured interview is a questionnaire with a standard set of questions, but the 
researcher is flexible in the data collection, the sequence of the questions is not clear in 
the beginning. (Gratton & Jones, 2004) 
In an unstructured interview the researcher knows the general idea of the main questions 
that will be asked, in the ongoing questioning the respondent will lead the direction of 
the interview. More questions evolve amongst the progress of the interview, in this type 
of interview the respondents’ perspective will be clearer compared if there would be an 
interview schedule. The downside with this interview process is that a part of the data 
will lack focus. (Gratton & Jones, 2004) 
A focus group involves a group of respondents rather than one single respondent, inter-
action between the respondents is an important element. 
There are advantages and disadvantages with conducting interviews, as follows: 
Advantages: 
• The participants get to talk and elaborate their own experiences, also self-
expression of their areas interests and importance. 
• Unexpected data is emerged for example with semi-structured or unstructured 
interviews. 
• An interview allows the researcher and the participants to sit face to face and the 
respondents’ body language, facial expressions and tone of voice can be as-
sessed. 
• The researcher introduces the subject and a trust can be established, this is im-
portant if there is information that is confidential and sensitive. 
• The focus group is more targeted. 
• The researcher gets a sense of the history and time, the responses can be put into 
context. (Gratton & Jones, 2004) 
Disadvantages:  
• An interview requires more resources compared to questionnaires, they can be 
costly in terms of traveling and time. The sample that the researcher gets from 
the interview can result in a small sample.  
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• Reactions which can be verbal or non-verbal, can lead to that the participant may 
feel that he or she must provide the right answer to a question. 
• The interviewee becomes dominant during the interview leading the interview 
into nonessential directions. It is important that the researcher notices this and 
try to guide the interview back on track. 
• Data can be difficult to analyse compared to questionnaire data. 
• Poor responses can lead to lack of important data. (Gratton & Jones, 2004) 
 
 
4.4 Questions 
The research that I am conducting for this thesis is about factors that motivate spectators 
to come to a hockey game. There are questions to the management of the case company 
(Vaasan Sport) and to spectators. The questions are not the same to these to research 
groups. To the case company the questions are about what they are doing to get/keep 
spectators and what they offer to the customer as an experience. I want to know what 
the organization is doing to get and keep their customers, what are they doing to moti-
vate the customers to go to a hockey game? From the spectators, I ask questions about 
their expectations when attending a game, experience, motivation to attend a game and 
improvements they would want to the game day experience. 
All answers will be handled with confidentially, no individual responses will be pre-
sented directly, but summaries and opinions of the respondents will be published that 
are based on the question themes. The aim is to interview three to four respondents from 
each group and compare the results. 
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5 ANALYSIS OF THE RESEARCH 
5.1 General observations 
First I will discuss the staffing at Vaasan Sport, what the internal environment looks like 
in the organization. Looking at Vaasan Sport website there are three major groups with-
in the organization those being the board members of Vaasan Sport, the management 
staff and the team itself including players, coaches, doctors and the equipment staff. 
(Vaasansport.fi, 2017). The research focuses only on the opinions and answers of the 
management staff, which consists of 14 members. As Hoye et.al (2006) suggest, Vaasan 
Sport has so called work specialization. Each member has his/her own specialty and 
special tasks suited to them. Despite this, there is also team work which brings individ-
ual staff members together, departmentalization Hoye et.al (2006). Common tasks are 
more easily coordinated to achieve the organizational goals.  
5.2 Results of the interviews 
The analysis of the results is going to be divided into three sections, one where I will go 
through the answers of Vaasan Sport, and second where the answers that the spectators 
have given. The third section aims to find similarities and differences between the an-
swers and conclude them. 
5.2.1 Vaasan Sport 
In this section are the answers of Vaasan Sport Staff are examined. 
The areas the spectators come from is mainly Ostrobothnia, Vasa, Korsholm, Vörå, 
Laihia, Kurikka, Närpes-region, Jakobstad-region and Seinäjoki-region. The dominating 
companies that have offices and factories in Vaasa-region, sometimes they take their 
international guests from varying countries to see a nice game of hockey, for some it is 
their first time they see an ice hockey.  
The average spectator that comes to a game is often male and is his 40’s or 50’s. There 
are different spectator groups that attend a game, and they are often seated in different 
sections in the arena. Figure 1. shows is a seating map of the arena. 
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Figure 1. Seating map of Vaasa Arena in Vaasan Sport home games. 
 
 
 
 
 
 
 
 
 
The most hardcore fans, or passionate partisans, who are often the base of supporting 
(Smith & Stewart, 2003) (Smith, 2008) are sectioned in B2, which is a standing section 
of the arena. At the other end of the arena is the D-section (D1, D2, D3), here families, 
seniors and guest supporters are located. C-section (C1-C8) is dominated by 40-65-
year-old males with season ticket holders. Companies and VIP-guests are located often 
is the best sections of the arena, which is the A-section (A1-A9) and VIP lounges that 
are situated above the D-Section. These premium seats in the arena are for customers 
who want a special experience, for example VIP lounges in Vaasa Arena (Stewart, 
2007). Those whom own a season pass are spread out through out the arena. 
When ordering a season pass the buyer saves 20-30%, the different sections are priced 
after the demand-based pricing, meaning the relationship between supply and demand 
(Stewart, 2007). The best seats in the arena are the platinum and gold (these sections are 
in black and yellow in the Figure 1) and they have the best occupancy rate.  
The prices rise one and half hour before the game starts, by an additional 3€ for adults 
and 1,50€ for children. The season pass price have been adjusted this year, for example 
you could get a season pass for the standing section for 199€ in April, normally it is 
299€. Both cases of price raise are an example of discriminatory pricing (Stewart, 
2007), meaning that lower prices are granted to customers who buy their ticket or sea-
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son pass long before the game starts. The food and drinks are priced with standard arena 
price level but some offers occur. 
When a spectator attends a Vaasan Sport hockey game they should feel that they got 
value for their money, a good atmosphere in the arena and a positive reception a win for 
the home team is a thing that makes the whole customer experience a lot better. The 
negative aspect of this is that we cannot predict the result of the game.  
Another group of the staff says that a hockey game should be an event where the specta-
tors should enjoy their time in the arena no matter if Vaasan Sport wins or not. A good 
atmosphere among friends and good food and drinks is something Vaasan Sport wants 
to give to the spectators. And, a game with good tempo is also something that is posi-
tive.  
The third group says that there is a lot to improve but it is also a question about money 
and resources. The hockey game should be an event where spectators enjoy the time 
they spend at a game, the atmosphere is something that they experience. Also the aim to 
give certain groups something additional (discounts) that they could enjoy, for example 
families and students. 
The spectator experience is something that Vaasan Sport tries to improve daily, it is im-
portant that the services offered are as smooth as possible. There are big projects going 
on, for example the arena expansion, to get the arena to meet Liiga expectations is 
something that improves the spectator experience. The arena is unconventional and dat-
ed which makes some of the services hard to maintain smooth, for example the isles 
where food and drinks are served, are too narrow and not so well placed, the same is 
with the lounges, they are not very well placed. Vaasan Sport hopes that there would be 
improvement in this so they could improve their activities and the spectators could en-
joy their time at the games more. 
There are not any political factors that affects a hockey game. However, the alcohol law 
in Finland makes good service problematic sometimes. This also affects the spectator as 
they do not get the freedom that they need. 
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5.2.2 Spectators of Vaasan Sport 
This following section is the answers of the spectators of Vaasan Sport, the interviewees 
are serious Vaasan Sport fans. They are always located in “Sundom Stå”, section B2 
when the game starts. The interviewees are aged between 20-60 years old, three of them 
male and one female. They are very active spectators, they usually go to between 25-
30/30 home games per season. They are so called passionate partisans who are the hard-
core base of the fan culture; Vaasan Sport is so important to them that hockey games go 
before other activities, arrangements are made so it is possible to go to the game. 
One the motivations for them to go to game is the season pass, they feel that it would be 
waste of money if they would not go when they have it. Also, the feeling and the at-
mosphere in the arena is a reason to go to a game, and as Smith (2008) suggest it can be 
a physical activity which generates excitement or anxiety which result in body produc-
ing adrenaline. Also, the fellowship amongst the fans is an aspect, where a group with 
the same beliefs and behavior comes together. The feeling of belonging to community 
and being a part of it, or as suggested, they want to feel that they are part of a tight 
bound community with same interests. (Smith, 2008) 
These fans motives to not attend a game are if they are travelling, sick or have school 
the next day, for example an important test. When they attend a game, they want to ex-
perience a victory of the home team and the feeling that the home team gives 110% of 
what they have got. They also feel that the game is entertainment, a theatrical experi-
ence that can be dramatic (Smith, 2008) 
A team’s success or non-success can affect the spectator in different ways, these specta-
tors that were interviewed said that the team’s success gives an euphoric feeling. The 
non-success of the team does not have big impact because they always support the team 
whatever the score is. If the team has a losing streak, for example they start to think 
about the non-success but always attend the games despite that they lose many games in 
a row. As Smith (2008) (Smith & Stewart, 2003) suggest, short term lack of loyalty 
arise when the team has frequent losses and they strongly identify themselves with the 
team’s success or failure. 
The interviewed spectators follow Vaasan Sport through different channels, such as 
Vasabladet, Pohjalainen, Ruutu.fi, Jatkoaika.com, Facebook, Instagram, Snapchat and 
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Liiga.fi. They want to experience a physical hockey game with good feeling and a loud 
crowd, and honest and clean hockey game with hope of a victory for the home team. 
Added value is also a factor they get when attending a hockey game as they get to so-
cially interact with other fans, meeting new people with the beliefs, behavior and ex-
citement. (Smith, 2008) 
They would like to see improvements in the arena, it is old-fashioned. The arena is very 
badly planned and designed, even the outside of the arena is not good, for example 
parking spots and traffic. When the game ends, the traffic jams everywhere because the 
streets are narrow and there are only two exits to the main roads which results in traffic 
jams. They also want quicker food and drink sales; the queuing is very unorganized in 
the arena, people who que blocks the people who are walking past the isles. 
 
5.3 Analysis of the results 
The interviews showed some interesting results, this section is going to discuss the simi-
larities and the differences in the answers.  
There are several similarities between the answers of Vaasan Sport and the spectators. 
Firstly, the age of the respondents of the spectators and the answers of Vaasan Sport. 
The age of the respondents who were interviewed is between 40-60 years old, the age 
group had the majority, three of four respondents were in this age. Another similar an-
swer was the gender, the respondents of the spectator group had three males and one 
female. 
According to the most hardcore fans of Vaasan Sport, the base of support (Smith & 
Stewart, 2003) (Smith, 2008) is in the standing section in B2. The interviewed specta-
tors are so called hardcore fans, all the respondents have a season pass to section B2. 
The spectators claimed that a good feeling and atmosphere in the arena is an experience 
they want when attending a Vaasan Sport home game. The interviews of Vaasan Sport 
staff showed that all of three staff members wanted the spectator experience to be good 
atmosphere in the arena. 
 42 
The answers to the question about improvements were similar between the spectators 
and the staff of Vaasan Sport. The respondents of the spectators want a new and im-
proved arena, the staff also wanted a renovation of the arena so it would meet with the 
expectations Liiga has given them. One of the staff members answered that the isles 
where food and drinks are sold are too narrow and it affects the efficiency of the sales, 
which is not so good, the spectators also wanted this as an improvement. 
Looking at the answers received from the spectators and Vaasan Sport staff, there are 
not many differences in the answers between these two groups. Looking behind the rea-
sons why there are not many differences are, for example, the spectators group. The 
spectator group interviewed had the same mind-set, every person interviewed was a 
hard-core fan, no so called reclusive partisans, or persons who are loyal to the team but 
is not always mirrored to their attendance. (Smith & Stewart, 2003) (Smith, 2008). In-
terviewing different spectators would possibly show different answers in the process of 
analysing.  
One thing that the answers show to the reader is that the core of the spectators has the 
same mind set as the staff at Vaasan Sport. It is easier for the management of Vaasan 
Sport to know what the fans want when they think in the same way. It could also affect 
negatively, having the mind set could result in that improvements is not needed because 
the fans are happy the way everything is and the progress of the organisation could stall 
for that reason. 
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6 CONCLUSION 
This thesis tried to search for factors that influence spectator attendance in ice hockey 
games. In the beginning of this thesis there were three research questions which were 
going to be answered. The questions are: 
• (1) What is the relationship between spectators and management staff? 
• (2) Are spectator expectations of a home game met? 
• (3) What improvements in a home game could have a positive effect on specta-
tors? 
The first question tried to find out what the relationship is between the spectators and 
the management staff of Vaasan Sport. Firstly, many of the answers showed that the 
spectators and the management have the same mindset and thoughts about a home game 
of Vaasan Sport. Both agree that a new arena is needed in Vaasa, both agree that the 
atmosphere is phenomenal. There were no differences between the two groups, meaning 
that the relationship between the spectators and management staff is very good. 
The expectations of spectators vary, according to the interviews the experience the spec-
tators want is a physical game were the home team gives everything needed to win the 
game. But as we know sport is not always like that, it can happen that the team does not 
give everything that they have got and lose the game. Sport is unpredictable and we 
cannot know the result in advance. The added value to spectators is also important, they 
get social interaction with other fans, entertainment and a chance to meet new people in 
a hockey game. This is also an important factor to the organization, spectators get along 
together and stand together even if the team loses. The answer to the second question 
can be both, yes and no, spectators get their added value even if team loses and that way 
the expectations of the spectator are met. The expectations are not met if the team plays 
poorly and loses, in that case the experience is not met with the spectators. 
There is always room for improvement, similar answers were received from spectators 
and management staff, both want a new arena for Vaasan Sport. The current arena is old 
and unpractical for large crowds, which can be frustrating both for the spectators and 
staff, slowdown sales in foods and drinks resulting in unhappy customers and less sales. 
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Improvements may come to this problem and solving it and will affect positively on the 
spectators, but for the moment there is not much that can be done to solve this problem. 
 
6.1 Reliability and Validity 
Reliability is important to a researcher, according to (Gratton et.al, 2004) reliability is 
“consistency of the results obtained”. In an interview the reliability can be met if follow-
ing points are followed; maintaining the interviewing environment consistent, an inter-
view schedule that is standardized and record the interviewees on their permission. 
(Gratton et.al, 2004) In this research the following points were followed and the assured 
reliability of the interviews are valid. 
Validity means according to (Gratton et.al, 2004) that the method used is really measur-
ing what is meant to be measured. When obtaining the transcripts, the methods needs to 
be clearly stated so the validity of the transcripts can be evaluated correctly. In this re-
search, the interviewees were told how the interview was going to accomplished and 
this way it is safe to say that this research is valid. 
 
6.2 Further research 
Research in the future could be done differently. This research used qualitative research 
but a quantitative method could be used. This could result in wider results from a larger 
and different group, for example, from families or casual spectators that only visit a 
couple of games per season. In this research, there were only respondents with the same 
mind-set and the study shows results only for one specific group, the “hard core fans”.  
Also, the research of another sports organization could be done to compare the answers 
of two different organizations, as this could show similarities and differences. Is the re-
lationship between the spectators and staff as good as in this research? The sport itself 
would not have to be hockey, it could be a different sport, for example football.
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APPENDIX 2 
APPENDIX 2 
 
Structure of questions 
 
Background information 
• Bachelor studies of Niclas Stenbacka- Vaasa University of Applied Sciences, Finland 
• Bachelor’s thesis of Niclas Stenbacka, Factors that influence spectator attendance in ice 
hockey, Case Company Vaasan Sport 
• Seven persons answered these questions. 
• There is two different question series, for spectators and management staff. 
 
Spectators 
• Gender and Age 
• How many games do you attend a season? 
• Can you describe yourself as a spectator? 
• What motivates you to attend a game? 
• Which motives do you have if you don’t attend a game? 
• What are your expectations from a hockey game? 
• Does the team’s success or non-success motivate you in some way? 
• Which are the marketing channel/channels when you follow Vaasan Sport? 
• What do you want as experience when you attend a Vaasan Sport hockey game? 
• What is the added value you get when attending a hockey game? 
• What kind of improvements do you wish from the organization? 
• What is the major impacts that affects you if you? 
 
 
 
APPENDIX 2 
 
Vaasan Sport 
• Which geographical areas does the spectators come from? 
• What would you say is the “average” spectator that attends a hockey game? 
• Which are the different spectator groups that attends a game? 
• Could you describe your pricing process? 
• What are the best marketing channels for your organization? 
• How broadly do you market you team? 
• What experience do you want to give the customer when he/she attends a game? 
• What is the main message you give to the potential customers? 
• What can you do to improve the experience when attending to a game? 
• Are there any Political or legal factors that prevents improvements of the game experience?
 
  
